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Abstract–This study aims to identify and analyze the differences of Behavior and 
describe the Usage and Preference toward Video Game between Male and Female 
gamers in Surabaya. The Video Game mentioned covers all electronic games, 
independent of their platform (computer, consoles, arcades, handheld, smartphone, 
etc.). The data used in this research gathered through direct offline physical 
Questionnaire which was adopted from Phan. et.al. (2012). Using Non-probability 
purposive sampling technique, sample of this research consisted of 200 respondents, 
composed from 100 Male and 100 Female respondents whose age is 17 years old or 
above, domiciled Surabaya, and routinely plays video game for at least two hours 
in a week. Further data analysis was analyzed by SPSS 23.0. Result of this study 
found that there is significant difference in behavior between male and female video 
gamers and describe each gender preferences toward genres and gaming device, 
also the usage of the video game. 
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INTRODUCTION 

The need for leisure had been grown recently as the increment of stress level 

caused by the working burdens. The highly competitive life has been unable to 

resolve with simply hard work, instead the time invested in leisure had given positive 

impact in productivity which is found by Ana-Maria Sava (Sava; 2016). From the 

work, the research findings concluded the existence of rather strong connection 

between spending time engaging in leisure activities and work productivity.  

Moreover, Gale (2008) back this finding up with the article wrote on 

encyclopedia.com that leisure time has been a determining factor in the development 

of recreation and entertainment as an industry. Gale (2008) stated that the 

development of the economy in the term of productivity or output per person-hour, 

influenced and correlated with entertainment industry which was stated to be grown 

in line with the progress in technological development of which final result to cause 

the rapid growth of entertainment industry. 
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The value of the entertainment industry according to the statista.com is 

$1.81trillion (www.statista.com) and projected to grow to $2.1 trillion in the year of 

2020 according to the report from PwC (PricewaterhouseCoopers one of the big four 

auditor) as cited in prnewswire.com (2016).  Further, supported by the data from 

statista.com which cited the PwC report in 2014 which even detailed with the 

forecasting of the global entertainment value from the year 2014 to 2018 in trillion 

U.S. dollars. Gaming segment within the industry showed outstanding result which 

is ranked the first amongst all of its year-on-year revenue growth which is 6.4% in 

2015, on the other hand, newzoo.com (2016) indicated the similar projection upon 

the future of video game industry with 6.6% growth and valued $112.5Billion in 

2018 and $118.6Billion in 2019. As reflected by the global value, the domestic 

market side also indicated an interesting facts which is the highlight of the video 

game market growth spotlight been directed to the South East Asian market and one 

of the country the researcher living within is Indonesia. 

The growth of Indonesian Gaming Market had been an amazing topic to be 

discussed, the research of Asosiasi Penyelenggara Jasa Internet Indonesia or 

Indonesia Internet Service Provider Association in 2014, the internet users within 

Indonesia counted 132.7 Million users and based on the survey of Newzoo 

(newzoo.com) about Southeast Asia games market in 2015, Indonesia had been 

known to be one of the fastest growing region for gaming market with gamers 

population of 42.8 Million with 56% are paying gamers. The revenue growth of 

Indonesian Gaming market had been projected with the CAGR (Compound Annual 

Growth Rate) of 45.7%, whereas gamers annual spending on game per person 

estimated at the amount of USD 13.30 with total revenue of the gaming population 

of Indonesia amounted USD 321 Million in 2015 (Newzoo.com, 2015). On the next 

year from the previous data, which is in the 2016, the total revenue of Indonesian 

Gaming Market is USD 598.1 Million with the CAGR of 40% which is considered 

as one of the large amount of growth in the world which is going to be valued at 

USD 1.6 Billion by the year of 2019 (newzoo.com). 
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According to Phan et al. (2012) The role of gender in games had been a concern 

for researchers due to the under-representation of female heroines (Cassell & 

Jenkins, 1998, as cited in Eden et al., 2010 ) or the portrait of women stereotypes in 

games (Behm-Morawitz & Mastro, 2009; Smith, 2006, as cited in Eden et al.,2010). 

Phan et.al. (2012) further describe the research background which the stereotype of 

women or female gamers connoted with pink theme; casual; social game genre; 

dislikes genres of strategy, fighting, sports, and racing/driving; and against the 

violent content within a game. Even, there are stereotypes from the world netizens 

which stated to meet or play with female gamers are close to a mythical beliefs or 

super rare occasion to be experienced. 

Phan et.al (2012) further stated the recent condition of the video game industry 

which experienced a consistent shift in the demographics of the video game players 

and their consumers. Phan et.al. (2012) specified the condition as the change of the 

domination of video game players which used to be male teenagers (Cassel & 

Jenkins, 1998; Wright et.al., 2001) (as cited in Phan et.al., 2012). Phan et.al. (2012) 

also cited the report from Electronic Software Association (ESA) in 2011 which 

stated that the average age of video game players is approximately 37 with 29% of 

players aged over 50. Moreover, within the same source, Phan et.al. (2012) stated 

the presence of change within the gap of gender of video game players from 40% 

female proportion in 2010 to be increased to 42% within 2011. 

With the belief of change, the researcher would like to conduct a replicating 

research of Phan et.al. (2012) which was five years ago, to be updated to the most 

factual condition of 2017 where most people believe in gender equality. With the 

expectation of more equal condition within the video game usage, preference, and 

behavior between male and female. 

The study aim to fulfill the gap where previous research which found many game 

companies considered the term of girl-games and believe that female players are 

attracted to the games with the color pink; fashion, shopping, and dating games as 

associated with the Barbie Fashion Designer Game; and that female gamer dislike 

games with competition, mastery of skill, violence, gore, and complex scenarios 
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(Dickey, 2006; Jensen & de Castell, 2007; Cunningham, 2011; Phan et.al., 2012) 

with the research findings by Phan et.al. (2012) which stated that both male and 

female gaming preference upon those genres are present and some are equally 

represented in driving, sport and adventure game. The difference in preferences in 

gaming are the product of marketing which was classified games into gender-

specified which might not be relevant by the current era of gender equality. 

The objectives of the research are to know the gender-based differences within 

the behavior of the Video Game players and how the usage either preferences of the 

Video Gamers based on each Gender through a research replicating from the 

research from Phan et.al. (2012). 

From the theoretical side, this study contributes to other researchers 

regarding the description on the Usage and Preference of Male and Female toward 

videogame; and describe the difference in the Behavior between Male and Female 

game players. Moreover, for the company point of view, this study provides better 

insight regarding the aspect of consumer behavior, preference and usage of the 

product of the game developers. Thus, this study could be used by game developers 

as a base to achieve competitive advantage, considering the increasing level of 

competition between developers.   

 

LITERATURE REVIEW 

Video Game 

Bernhaupt (2016, 189) make a definition of video game which is easily to be 

understood which is “Video game is an umbrella term for all electronic games, 

independent of their platform (computer, consoles, arcades, handheld, smartphone, 

etc.). Thus, the old school stereotype to connoting Video Game as the only game 

played on consoles and big TV invalid due to this definition made by Regina 

Bernhaupt in 2016). Schell (2015, p.12; as cited in Valentine et.al., 2016, p.3) 

described the components of video game into four core elements to compose a video 

game; they are: (a) mechanics, (b) story, (c) aesthetics and (d) technology. 
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Consumer Behavior 

Consumer Behavior perceived as the behavior which displayed by consumer 

in their act of searching, purchasing, using, evaluating, and disposing goods and/or 

services which is expected to fulfil the needs which was started by Schiffman & 

Kanuk (2007, p.3). The study of the Consumer Behavior takes focus on the time, 

money and effort which are spent by consumers upon purchasing consumption-

related goods or services (Schiffman et.al. 2010, p.4) 

Consumers influenced by several internal factors (motivation, perception, 

learning, personality, and attitudes) and external factors (marketing input and 

sociocultural input) upon purchasing decision they made (Schiffman et.al. 2010, 

p.25). Consumer decision making process which is part of the consumer behavior; 

could be viewed as three stages which is related to each other; they are: input stage, 

process stage, and output stage as they cited in (Schiffman & Kanuk, 2010, p.36). 

According to Phan et.al. (2012) the consumer behavior of Video Game based 

on the gender, male gamers tend to have more gaming frequency and duration in 

comparison to female gamers. Male gamers found to have gaming as their main 

hobby, more passionate and hate interruption than female gamers who also prefer 

physically interactive games, feeling guilty when gaming, only play when the others 

are playing and more likely to sell their consoles when short on cash. 

 

Preference 

According to Salvatore (2013: 57-74, as cited in Rahayu, 2016), the concept 

of preferences with regard to the ability of consumers in drawing up the priority 

option to be able to take a decision. At minimum there are two attitudes relating to 

consumer preferences that is preferred (prefer) and or equally preferred 

(indifference). 

According to Kotler (2010, as cited in Rahayu, 2016), consumer preferences 

are formed through variables habits, tendencies, and compliance against a wide 

variety of products or suppliers were available. Consumer preferences can be 

described as an attitude of consumers towards one choice brand products and 

Calyptra: Jurnal Ilmiah Mahasiswa Universitas Surabaya Vol.7 No.1 (2018)

923



 

 

suppliers that are formed through the evaluation process. There are four approaches 

to explain the preference of consumers, ranging from the ordinal approach (approach 

curves nonchalance), Cardinal approach (approach to the classical limit), as well as 

preference revealed approach attributes. 

 

Therefore, in accordance with the stated literature review, this study 

proposes hypotheses as follow: 

H0 : There are no significant difference of the Behavior between Male and 

Female Video Game Players 

H1  : There are significant difference of the Behavior between Male and Female 

Video Game Player (Phan et.al., 2012) 

    

METHODOLOGY 

The research going to describe the Usage and Preference of Video Game and 

further would use independent t-test with purpose to capture the Behavior difference 

of the Video Gamers. The picture which going to be captured embodied several 

elements, they are: difference behavior differences toward Video Game, and 

description of the preference in genre of game the Gamers play also the usage. 

This study use primary data as a data source, which gathered directly from 

structural questionnaires spread to respondents with age restriction of 17 year old 

and above, who have played any video game at least once in a week.  

 The population of this study would be all Video Game Players in Surabaya. 

This study will adopt non-probability sampling technique. Specifically, this study 

will use quota sampling method due to the need of proportional sample between 

Male and Female respondents as purposed by the previous study of Phan et.al. 

(2012) which are 100 Male and 100 Female respondents.  

This study will use interval scale method to gather ordinal data. Specifically, 

this study will use Likert scales. Thus, for Behavior variable, the scales used to 

measure variables would be ranked through five-point numerical scales (1 = strongly 

disagree to 5 = strongly agree). Specifically, the Likert scales used would be pictured 

as follows; 
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Strongly Disagree 1 2 3 4 5 Strongly Agree 

This study will use SPSS 23 for Windows in order to analyze the gathered 

data with Validity and Reliability test conducted upon the data in order to show the 

validity (used Pearson Correlation) and reliability (used Cronbach’s Alpha) of each 

item within the research instrument which is offline paper questionnaires. Further, 

descriptive statistics would be used in order to display the necessary description to 

answer the research questions. Moreover, the Independent Sample T-Test used to 

get the answer upon the Hypothesis of the Behavior variable. 

 

RESEARCH RESULT 

 

The age of the respondents which is separated based on the gender are 

distributed as: Male and Female respondent aged 17 to 20 had the percentage of 23% 

and 18% respectively; aged 21 to 24 with the proportion of 65% of the male 

respondent and 42% of the female respondents; age of 25 to 28 Male 11% and 

Female 17%; age 29 to 32 Male 2% and Female 6%; moreover, aged 33 and above 

counted as Male 4% and Female 17%. Thus, from the age-gender classification 

could be indicated the dominant age of the Male respondent are those aged 21 to 24 

with 65% proportion and of the Female respondent dominated by the same age group 

of 21 to 24 with 42% proportion of total female respondent. 

Male respondents tend to start at 8 years 3 month old or at the third grade of 

elementary school education level, while the Female gender group had the older 

starting age to game at 12 years 8 month old or at the late sixth grade of elementary 

school education level or the early stage of the seventh grade of middle school. 

Further, Male gamers spent more resource than the Female respondent within this 

research. The Male respondents spent the average of 20.39 hours per-week to do 

game which is about 46% more hours been spent than the female respondents which 

is only counted at the average of 11.47 hours. Moreover, the money spent on gaming 

related expenses also differs in quiet big gap which Male respondents averagely 

spent IDR 762,050 yearly while 49% lower, the Female respondents has the average 

yearly gaming related expense of IDR 388,700. Moreover, most of the Male 
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Respondents self-classifying as Expert Player (52 Respondents) which has the 

percentage of 62% of the Male Respondent. On the other case, Female Respondents 

mostly self-classifying as Novice Player (77 Respondents) with the percentage of 

77% of all Female Respondents. 

For the preference upon gaming device, Computer and Smartphone 

dominating as the most preferred Gaming Device of Male with the amount of 75 

(44.6%) and 73 (43.5%) respectively. On the other Gender, dominated by 

Smartphone/handheld as the most preferred gaming device by the Female 

Respondents which is 91 female respondent out of 100 choose 

Smartphone/handheld. Thus, 91% of the Female Respondents chose 

Smartphone/Handheld 

While for the Preference of the respondents toward video game genres were 

Male Respondents are mainly prefer Strategy, Action, and Sports Game Genre; of 

which scored 66, 64, and 47 respectively. Meanwhile, Female Respondents on the 

contrary rather having noticeably low interest on those top 3 Game Genres chose by 

Male respondents. On the other hand; Female Respondents top 3 choices are 

Puzzle/Card, Social, and Music/Dance Genres numbered 64, 57, and 51 respectively. 

Table 1 

Constructs and the items 

No Statement of Behavior Male Female 

Mean Std. 

Deviation 

Mean Std. 

Deviation 

1 I tend to game during 
weekends. 
 

3.57 1.130 3.46 1.184 

2 I tend to game during 
evenings. 

3.98 0.932 3.80 1.155 

3 I spend more time 
gaming than watching 
TV.  

3.66 1.297 2.69 1.331 

4 I spend more time 
gaming than doing 
household chores 

2.99 1.330 2.50 1.291 
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5 I tend to game for long 
periods of time. 

3.48 1.141 2.74 1.186 

6 I prefer physically 
interactive games. 

2.81 1.134 2.43 1.008 

7 I hate to be interrupted 
when I game 

3.56 1.166 3.38 1.179 

8 Gaming is my main 
hobby 

2.69 1.245 2.15 1.149 

9 Gaming is totally 
immersive 

3.31 1.107 3.30 1.251 

10 I only play when other 
people are playing 

3.12 1.131 3.20 1.163 

11 I love my video game 
device(s) 

3.71 1.183 3.30 1.219 

12 I often lose a sense of 
time when I play video 
games 

3.06 1.332 2.80 1.356 

13 I forget where I am 
when I game 

2.06 1.108 2.10 1.115 

Total Mean 3.23  2.91  
Source : data processed by SPSS 23.0 for Windows 

 

Regarding Table 1 above, the most interesting finding is the Behavior of 

both Male and Female respondents whom gaming tendencies take time in the 

evenings. Both gender shows high mean value 3.98 for Male and 3.80 for Female 

respondents. Meanwhile, the statement with the lowest mean score is “I forget where 

I am when I game”; the Male respondents scored 2.06 and Female respondents 

scored 2.10 in mean. The result indicated negative response toward the statement 

which means both gender are disagree with the statement.  

 

While the lowest Standard Deviation value presence in the statement of “I 

tend to game during evenings” for the Male respondents with the score of 0.932 and 

“I prefer physically interactive games” for female respondents with 1.008 score. 

 Further, the highest Standard Deviation presence in the statement of “I often 

lose a sense of time when I play video games” of which both Male and Female 

Respondents had the most varied answer within this statement with 1.332 and 1.356 

standard deviation respectively. And the summarizing mean of both gender for male 
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which is 3.23 and for female 2.91  which indicated that all male respondents 

indicated positive perception toward the Behavior Variable; while the female 

respondents indicated negative perception toward the Behavior Variable. 

INDEPENDENT SAMPLE T-TEST 

Independent Sample T-Test were done in order to capture the Empirical 

proof as the cornerstone in giving marketing treatment toward both of the gender. 

As the major marketing of the videogame treated in the similar manner between 

Male and Female gamers, thus with the difference of Behavior empirical data used 

to adjust the future marketing treatment in order to efficiently target the video game 

consumers. 

From the table 2 below, the test result generated through the utilization of 

SPSS significant value within the Lavene’s Test for Equality of Variance is 

0.668>0.05; which mean that it could be concluded that the data is homogenous. 

Thus, the t-test should be used is the Equal Variance Assumed. Whereas the 

significant value result is 0.001 which is lower than 0.05 as the value of α=5%.  

Table 2 

Independent Sample T-Test Behavior 

 Lavene’s Test 
for Equality 
of  Variances 

t-test for Equality of 
Means 

Sig. Sig. (2-
Tailed) 

Mean 
Difference 

MeanBehavior Equal 
Variances 
Assumed 

.668 0.001 0.31923 

Equal 
Variances Not 
Assumed 

 0.001 0.31923 

Source : data processed by SPSS 23.0 for Windows 
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BEHAVIOR VARIABLE HYPOTHESIS TESTING 

As the Significance value of the T-Test for Equality of Means from the table 

2 above numbered as 0.001 which is lower than 0.05, it means that there is significant 

difference between the two samples. Thus, it could be concluded that H0 is rejected 

and H1 is accepted or there is Significant Difference of the Behavior variable 

between Male and Female video game players.  

CONCLUSION AND RECOMMENDATION 

Most of the Video Game enthusiasts are the adolescents and young adults; 

even though the age of the video gamers varies from adolescents to middle adults in 

their forties, those dominants aged 17 to 20 and 21 to 24. Averagely, all of the video 

game users admit to start to play at the age of 8.26 years old for Male and 12.70 

years old for Female which means video gamers averagely start as an elementary 

schoolers. Moreover, Male video gamers tend to spends more money and time 

compared to Female video gamers in average which is 20.39 hours to 11.47 hours 

and IDR 762,050 to IDR 388,700. 

The majority of the Male Video Gamers admit an Expert in self-classifying, 

while Female Video Gamers considered themselves as Novice. On the other case, 

the preference regarding the gaming devices being preferred by the Male Video 

Gamers are Computer and Smartphone whereas the Female Video Gamers also 

prefer to uses Smartphone to do game. Moreover, the Game Genre Preference of the 

Male Video Gamers are Strategy, Action, and Sports which is contrast with the 

Female Video Gamers who prefers Puzzle/Card, Social and Music/Dance. As the 

research previously resulted from the data processed through Independent Sample 
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T-Test, the Hypothesis testing found the accepted hypothesis conclude that there is 

significant difference in overall Behavior between Male and Female Video Gamers. 

From the result of this study, significant difference in Behavior occurs 

between Male and Female Video Game players. Thus, the game developer should 

take a more concern regarding how Male and Female Video Gamers behaves to 

make a principle regarding game developments to better suits the customers. 

Further; from how the Male and Female Video Gamers has their very own 

preferences toward game genres should be a future development consideration of 

which Males gamers whom preference are Action, Strategy, and Sport Genres of 

which genre took the least interest of the Female gamers could be supported the 

future game development research to create a new game of Action, Strategy, and 

Sport like never before. Whereas it possibly an innovation of genres combination 

with the genres which the Female gamers prefers which are Puzzle/Card, Social, and 

Dance/Music with specific proportion suits the market best and which the action 

could be done at the reverse point of view depends on which gender the company 

prioritize as the main target market. 

The final recommendation would be for the company to consider the 

educative content due to the research which found the average age to started video 

gaming considered rather young. Thus, even though the game might be violent in 

the content due to its genre or pointless because of the casual gameplay the backstory 

needed in order to point out the moral values. In the result, video game might be the 

part of character education of each children and even the facility to boost knowledge 
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in language for those in different mother language and boost knowledge in other 

sciences. 

This research have limitations which might be the opportunities for the 

further researches 

a. The research covers only Video Game Industry as the research subject 

which might possibly applied toward other Industries 

b. The research did not specified into one specific game or game genres 

of which might be developed into small specified groupings in order to 

contribute toward certain company rather than the industry as the 

whole. 

c. The specified geographical location of the research which is in 

Indonesia would likely to have differences with the difference in 

nations. Such as nations within different continents especially those of 

developed countries, such as; in Europe, America or Australia which 

might possibly give different research results as the difference in 

mindset. 

d. The sample of this research could be considered small which could be 

boosted in reliability as the research sample be increase. 
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